An understanding of the effect of after-sales services in satisfaction and post behavioural intentions is important to services marketing managers because it allows them to differentiate their offering substantially, in a way that strengths the relationship with their clientele in the short, as well as in the long run. The purpose of this paper is to investigate the effect of after-sales services on customers' satisfaction as well as on their behavioural intentions, namely "repurchase intention" and "word-ofmouth" (WOM). The research conducted followed a quantitative methodology. The selected research tool was a questionnaire. The study conducted was targeted at customers of a large retail chain marketing home appliances in Iran and 302 usable responses were utilised. A path analysis was performed using the "Amos 18" software. Findings show that after-sales service quality, affect satisfaction, which in turn affects behavioural intentions. Hence, after-sales services affect the overall offering and thus, the quality of the relationship with customers.
INTRODUCTION
The role of service quality is widely recognized as being a critical determinant for the success of an organization in today's competitive environment. Any decline in customer satisfaction due to poor service quality would be a matter of concern. Consumers being more aware of rising standards in service, prompted by competitive trends, have developed higher expectations. In other words, service quality aspects possess a substantial strategic role for companies. This does not happen only in the pure service sectors, but also in many others where service is a considerable part of the augmented product. Indeed, the concept of "service quality" can be used by all sectors, since practically everywhere, the total productoffering is a mixture comprised of tangible and intangible part (Shostack, 1977) . This also emerges in the case of retailing.
In addition, in a context of global competition and decreasing profits from product sales, the after-sales services and activities (that is, those taking place after the purchase of the product and devoted to support customers in the usage and disposal of goods) constitute a relevant profit source as well as a key differentiator for manufacturing companies and resellers (Wise and Baumgartner, 1999; Levitt, 1983) profit generated by after-sales services is often higher than the one obtained with sales; the service market can be four or five times larger than the market for products (Bundschuh and Dezvane, 2003) and it may generate at least three times the turnover of the original purchase during a given product's life-cycle (Wise and Baumgartner, 1999) .
In this paper, it is argued that after-sales services appear to be exceptionally significant to the overall "product-mixture" provided by retail companies, since they affect both the customers' satisfaction and their behavioral intentions. We concur with the view that aftersales services play a critical role in relationship building, and as such, they should be examined and evaluated attentively when obeying service quality theory. Besides, although the topic of service delivery has been frequently treated in the literature, its relation to the "product-service mixture offering" has been relatively neglected and it is even more so when the service quality aspect is also brought into the discussion.
Emphasis has been given in the managerial implycations, since it is managers who make decisions in the retailing firms, regarding how to add value to the total offering they bring to the market.
BACKGROUND

After-sales services and retailing
Retailing includes all the activities involved in selling goods or services directly to final consumers for personal, non-business use. A retailer or retail store is any business enterprise whose sales volume comes primarily from retailing. Any organization selling to final consumers -whether it is a manufacturer, wholesaler, or retailer -is doing retailing. It dose not matter how the good or services are sold (by person, mail, telephone, vending machine, or internet) or where they are sold (in a store, on the street, or in the consumer home) (Kotler, 2008) . Peterson and Balasubramanian (2002) , in their extensive work on "retailing in the 21 st century", suggest that the role of retailing stands out clearly, as being to serve as the interface between firm and customer, what remains under-explored is to determine the ways to "increase the value of the (retailing) firm".
Besides, regarding the related issue of "what is the basis of retail store choice and satisfaction", various authors suggest that academics should give emphasis to the ways "satisfaction can be converted into higher retail earnings", which are the ways through which this relationship will be proved beneficial in twofold, through satisfaction and performance. Both remarks manifest a need for further exploitation of the value-adding elements of the total offering. These are elements that are enhancing the core product-service offered and are embodied in the total offering during the selling process, prior as well as after the sale closing stage. According to some authors, the search for sustainable competitive advantages in retailing gives the after-sales services a pivotal role in the relationship between customers and sellers.
As a term, "after-sales services" has been used the most, to describe services that are provided to the customer after the products have been delivered (Vitasek, 2005) . The same services are sometimes also called "field services", when they are embodied in the main characteristics that are located at a customer's site (Simmons, 2001) . "After-sales support" (Agnihothri et al., 2002) as well as "technical support" or even just "services", are terms also found in the literature (Goffin and New, 2001 ). "After-sales services" are often (Lele and Karmarkar, 1983) referred to as "product support Fazlzadeh et al. 7659 activities", meaning, all activities that support the productcentric transaction. The after-sales service constitutes a means to uncover customer needs and a strategic driver for customer retention. It represents, in fact, "one of the few constant connections that customers have with a brand" (Gallagher et al., 2005) , influencing customer satisfaction and loyalty. Finally, after-sales service is a way to allow a continuous improvement of product design and quality (Armistead and Clark, 1992; Cohen and Whang, 1997; Thoben et al., 2001) . The perception of after-sales as a source of competitive advantage and business opportunity requires a shift from a traditional product-centric view, in which after-sales is considered a "necessary evil" (Lele,1997) to customer-centric view. Furthermore, the term "after-sales services" has been approached in the literature under two broad perspectives. When referring to service providing companies, after-sales services are being treated as one among several supplementary service elements provided by them (Oliva and Kallenberg, 2003) . On the other hand, when referring to tangible goods, they are mostly seen as operative activities of some, or all members of the distribution chain (Gaiardelli et al., 2007) . Such services are the transport/delivery to clients, the installation, the product-related training, the hot line and advice by the help desk, any repairing service and even the recycling process.
The theory of distribution services argues that the merchandise of explicit products or services is to be seen embodied in a variety of distribution services . According to the particular theory, these services accompany the merchandise possessing one of the two primary components or retailing (Barber and Tietje, 2003) and can be split further into five groups; assortment, information, location and ambiance and "assurance of immediate product delivery at the desired time and in the desired form" .
This research adopts the view offered by Oliva and Kallenberg (2003) , under which both the tangible as well as the intangible part of the offering are treated to their full potential. Referring to the tangible and the intangible combination of an offering, they distinguish between the "product-installed base" as the "total number of products currently under use", and the "installed base services" as "the range of product-and process-related services required by an end-user over the useful life of a product in order to run it effectively in the context of its operating process". According to this view, the relationship between the seller and the buyer does not end in the store when the tangible product is purchased, but goes beyond this for as long as the offering lasts.
Along these lines, "delivery" is often the first among the services offered after the sale. Besides installation which follows, posses a distinct and remarkable after-sales service, wherefore Goffin (1999) refers as being one among the seven elements of customer support.
After-sales services and customer satisfaction
It is well known that the margin from after-sales service is much larger than that from the product. That is, aftersales service is considered a key revenue generator in certain categories (Cohen et al., 2006; Cohen and Whang, 1997) . Hence, on one hand, offering a large number of extra after-sales service plans to consumers, leads to higher profitability. Recent marketing management focuses on lifetime value of a customer and maintaining long-term relationships with customers (Gupta and Lehmann, 2007) .
From this customer-relationship viewpoint, after-sales service is regarded as an important factor that has an impact on establishing good relationships with customers. On the other hand, a default and free basic after-sales service, also plays an important role in attracting more customer attention in a market with severe brand competition (Chien, 2005) . Offering adequate after-sales service to customers has become a major generator of revenue, profit, and competency in modern industries (Cohen et al., 2006; Cohen and Kunreuther, 2007) . Accepting the claim that returning customers are the most profitable ones, as they require less marketing effort and relationship building, after-sales service acquires a critical role as a means to achieve customer satisfaction and retention (Alexander et al., 2002) .
After-sales services and service quality
Quality in services provides a competitive factor for continued consumption, especially when intangibility relations are tightened between quality and services. Service quality plays a notable role as a source of sustainable competitive advantage for the companies.
Several categorizations do exist in the literature regarding the different kinds of service quality. Although there is no conclusive agreement among the academics, nevertheless, all views recognise that the overall service quality is a multi-dimensional construct. One of the pioneers was Gronroos (1978 Gronroos ( , 1982 who recognized the need and usefulness of developing valid and distinct measures of service quality. Groonroos (1984) categorises service quality in the "technical" service, referring to what service the customers are actually receiving and to the "functional" service, meaning the process of the delivery of the service. The first service quality measurement model was developed by Parasuraman et al. (1988) . It was introduced by the name of service quality (SERVQUAL). This particular view treats quality as the construct constituted by different encounter characteristics. Rust and Oliver (1994) , among others, claim that service quality is constituted by three broad sub-dimensions; the personnel-related, the tangible offering related and the service-scape-related.
When applying the quality theory to after-sales services, the authors believe that after-sales services are contributing to the "technical quality" of the overall service, which is, influencing substantially the "what is the customer receiving"? In parallel, influencing the way ("How") the central service is being delivered, playing therefore, a critical role in the "functional" aspect of service quality. If one utilizes as basis not the Nordic model, but the "extended" "three-component model", proposed by Rust and Oliver (1994) , again it seems that after-sales services are closely related to both, the "service product" and the "service delivery" dimensions of quality.
With the on going discussion, two of the three main drifts of interests regarding service quality are being touched. The third, regarding evaluation matters of the provided service quality, will be treated under the relation of service quality dimensions with the construct of performance.
The positive perceptions and attitudes of the target customers towards the quality-elements offered by the firm, leads to both attractions of new customers, thanks to word-of-mouth (WOM) communication and recommendations of the existing customers, as well as to enhancement of the relationship of the company with its current customers by making them more loyal and committed.
Word of mouth (WOM) is informal advice passed between consumers. It is usually interactive, swift, and lacking in commercial bias. WOM is a powerful influence on consumer behavior. Keaveney (1995) noted that 50% of service provider replacements were found in this way. WOM may be positive (PWOM), encouraging brand choice, or negative (NWOM), discouraging brand choice. Word-of-mouth is a frequently encountered variable in the service literature. Typically, it is viewed as a component in a satisfaction-profit framework (sometimes also labeled as the service-profit chain; Heskett et al., 1994) , in the sense that satisfaction (or other global evaluations, such as perceived service quality) is assumed to affect word of mouth, which in turn is assumed to affect the firm's profitability. Several studies also show that other global evaluation variables, such as perceived service quality and perceived service value, are positively associated with word-of-mouth transmission (Danaher and Rust, 1996; Fullerton and Taylor, 2002; Hartline and Jones, 1996; Sweeney and Soutar, 2001) .
In this context, customer satisfaction has been the subject of a substantial body of literature (Rust and Oliver, 1994) , because of its influence on customer behavioural intentions and attitudes (Anderson and Sullivan, 1993; Cronin and Taylor, 1992) . Regarding behavioural intentions, Zeithaml et al. (1996) suggest that favourable behavioural intentions are mostly in the form of customers' referrals and recommendations, customers' willingness for re-purchasing, as well as customers' willingness to spend more money with the particular company or to pay more for the products of this 
Overall satisfaction
Level of satisfaction from their co-operation with the retailer in the context of the particular purchase 3.51
Re-purchase intention
Intention to prefer the same retailer in the next purchase of a new home appliance 3.49
Word of mouth
Intention to recommend the retailer to friends and relatives 3.25 company.
METHODOLOGY
This study attempt to understand affect quality of after-sales services on customer overall satisfaction and on their behavioural intentions to re-purchase and to recommend (Word-of-Mouth). According to the Rigopoulou et al. (2008), we used a behavioural model in which the following latent variables are included:
1) "Delivery" service quality, that this variable is measured as a latent one using seven indicators, including the "reliability in delivery times" (D1), the "quality of the product packaging when delivered" (D2), the "transfer of product" (D3), the "quality of the product itself when delivered" (D4), the "reception of the proper invoice/delivery papers" (D5), the "kindness and friendliness of the delivery personnel" (D6) and the "appearance of the delivery personnel" (D7).
2) "Installation" service quality, that this variable is measured as a latent one using six indicators, including the "accurate information about time of installation" (I1), the "time elapsed between delivery and installation" (I2), the "attentiveness of installation personnel in order to avoid damages" (I3), the "flawless of the installation" (I4), the "kindness and friendliness of the installation personnel" (I5) and the "advice and instructions given by the technicians" (I6). In the model, the following measurement variables are included: i. "Overall Satisfaction", which refers to the customers' level of satisfaction from their co-operation with the retailer in the context of the particular purchase.
ii. "Repurchase Intention" which is related to the customers' intention to prefer the same retailer in the next purchase of a new electric appliance.
iii. "Word-of-Mouth" which refers to the customers' intention to recommend the retailer to their friends and relatives.
The product category under examination is home appliances in Iran that offer after-sales services to customers. The research conducted was based on questionnaire as a research tool. Overall, a total of 302 usable responses were included in the research conducted. The variables (Table 1) were measured on five-point scales anchored "completely dissatisfied" and "fully satisfied" or "definitely yes" -"definitely no", respectively. The structural equation modelling (SEM) was performed using the "Amos 18" software. Table 1 show that, respondents feel quite satisfied from both after-sales services offered, namely "delivery" and "installation". The mean score of the satisfaction regarding the "delivery" is 3.45, while the respective score for "installation" is slightly lower (3.25). The vast majority of the specific quality elements of the two services, were judged by the respondents to be quite satisfactorily provided, with mean scores from 3.27 to 3.57 for delivery and 3.16 to 3.36 for installation, Mean scores for "word of mouth" (3.25) and "repurchase intention" (3.49). For the scales reliability analysis, Cronbach α, were calculated for both latent variable measurement scales. Results revealed that both "delivery" (αD = 0.972) and "installation" (αI = 0.947) scales were reliable. According to the results, as presented in Table 2 , all the important indicators of the model fit, as suggested by Hoyle (1995) , have accepted values. For this reason, this model is considered as an acceptable one ( Figure 1 ). As ( Figure 1 ) indicated: 1. "Delivery" and "installation" service quality positively affect customers' overall satisfaction. 2. "Delivery" and "installation" service quality positively affect customer's intention for recommendations. 3. "Delivery" and "installation" service quality positively affect customers re-purchase intentions. 4. Overall, satisfaction positively affects customers' intentions to recommend the retailer to friends and relatives. 5. Overall, satisfaction positively affects customers' repurchase intentions.
RESULTS
Conclusion
Customer satisfaction has been studied and recognized
Installation Overall satisfaction
as an important factor in the management literature for the past few decades. Studies indicate that there are links among customer satisfaction, customer loyalty, and profitability. Companies frequently concentrate on new customers, as they assume that current customers are satisfied. However, this is not necessarily the case. Several researchers argue that investing in existing customers is viable because of the lifetime value of the customer and because many customers need afterpurchase reassurance.
Our study examines the relationship between aftersales services, customer satisfaction and customers' behavioural intentions. Based on the main findings of the literature review in the retailing context, it comes out that after-sales service quality affect satisfaction, which in turn affects behavioural intentions. Our results confirm findings of the Rigopoulou et al. (2008) , and these results stated that after-sales services affect the perceived value by the customer and thus, the quality of the relationship between buyers and sellers. It became clear that the importance of quality of after-sales services for customer satisfaction could be crucial; furthermore, customer satisfaction was measurable.
Therefore, the importance of the quality of after-sales services and customer satisfaction were highlighted in the present study. After-sales improvements can only take place with a realization that customer satisfaction would be strongly influenced by the quality of the aftersales delivery. After-sales presents differentiation potential that producers can use to strengthen their operations. However, the difference between the existence of potential and the actual achievement of competitive advantage must be taken into consideration. Potential can only be converted to competitive advantage if the organization is able to persuade customers to place equal subjective value on that aspect of the organization's offerings.
